




















学校编码：10384                        分类号      密级       





     硕  士  学  位  论  文 
 
西方顾客价值理论研究之研究 
Research of The Western Theory of Customer Value Research 
薛  松 
指导教师姓名： 黄 合 水  教 授
专 业 名 称： 传 播 学
论文提交日期： 2 0 1 0 年 4 月
论文答辩日期： 2010 年 月
学位授予日期： 2010 年 月
  
答辩委员会主席：           
评    阅    人：           
 

























































































另外，该学位论文为（                            ）
课题（组）的研究成果，获得（               ）课题（组）






























（     ）1.经厦门大学保密委员会审查核定的保密学位论文，于   
年  月  日解密，解密后适用上述授权。 







                             声明人（签名）：薛松 















摘  要 
很久以来，西方学者从顾客角度深入钻研顾客价值的含义和构成，希望借此
帮助企业来增加竞争优势。对国内外顾客价值进行的实证研究发现，顾客价值将




本研究共收集到 597 篇文献，时间跨度为 29 年。通过对资料进行编码、统
计、分析及相关理论的综述，发现以下结论：①顾客价值研究起源于上世纪 80


































Western scholars from the customer point of view in-depth study  the meaning 
and composition of customer value so as to help enterprises to increase competitive 
advantage. The empirical study of domestic and international about customer value 
found that customer value will be one of the sources of the difference competitive 
advantage in the 21st century. 
In this paper, statistical method is used to review the study of western countries 
in the customer value field, discover the relevant principles and rules for the current 
enterprises to seek the practice of sustainable development，provide a more solid 
theoretical foundation and more accurate theoretical guidance. 
This study collected a total of 597 documents, the time spans of 29 years. By 
encoding,counting,analyzing datas and summarizing the relevant theories,find the 
following conclusions: ① Customer value research originated in the 80s of last 
century, after the accumulation and development of 90s, in the 21st century,this is 
already fruitful.The content is changing more and more rich and the research methods 
more and more scientific.②Customer value researches focus on drivers of customer 
value, the relationship between customer value and the other areas, customer value 
measurements, these three areas of research have been reached or exceeded 100 
pieces. ③In the past 29 years, most of the theme were on the rise and because of 
different topics,the size of the rise was different. Among these rises,the "customer 
value drivers" is the largest one and The relationship between customer value and 
other areas" developed most since the 90s. With the advent of electronic commerce, 
the customer value online has also been emphasized. ④ In the analysis of six key 
themes: the customer value definition and classification, there are three angle of view 
and eleven standpoint; In the function and significance of customer value, the research 
in the business is concerned much, but for the consumer is relatively little;In the 
drivers of customer value, the product quality, service and pricing factors are key 
drivers, while the subsequent public relation is gradually taken seriously; In customer 















and the network measurement of customer value as the new trends; In the practical 
aspects of customer value,the case study, customer relationship management and 
marketing strategy is focal spot; In the relationship between customer value and other 
areas, customer satisfaction, customer loyalty, customer relationship and brand equity 
is the hot spots. ⑤Most of international studies about customer value based on 
qualitative methods. After entering into the 21st century, quantitative research 
methods is mass used. ⑥ The United States is the number one in the customer value 
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1 绪 论 
 1
1 绪 论 
1.1 研究目的与意义 


























































研究方法上，在 20 世纪 90 年代中期以前，主要是采用定性和规范研究的方法；








































































































本研究采用收录截止 2010 年 1 月 30 日在 ProQuest 检索平台所有子数据库
中关于顾客价值的文献资料。在该数据库收录的相关文章中，出现最早的文章年
份是 1981 年。因此，本研究的资料时间跨度为 29 年，统计样本量共有 597 篇。 
本研究采取 ProQuest 检索平台有关顾客价值的文献资料作为文献研究的对
象，理由如下： 
首先，资料来源可靠。ProQuest 检索平台是 ProQuest 信息和学习公司








据库（ProQuest Dissertations and theses）学术研究数据库 ARL（Academic Research 



























本研究采用的是光盘文摘法。在 ProQuest 检索平台中键入关键词“customer 
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